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The study of technology adoption has been a hot topic among researchers in the IS community in recent years. With the 
increased use of the Internet and the World Wide Web (WWW), many small and medium sized enterprises (SMEs) have 
taken advantage of the potential benefits that e-commerce can provide. However, a significant number of SMEs have not 
adopted e-commerce yet.  This study surveyed managers/owners of SMEs in the Midwest region of the USA to identify 
variables that differentiate between adopters and non-adopters of e-commerce. The results suggest that managers/owners 
most receptive to adopting e-commerce have the financial and technological resources to implement it, see e-commerce as 
useful for their firms, perceive e-commerce as compatible with preferred work practices, values and culture of their 
organizations, and feel external pressure to put e-commerce into operation.  
Keywords 
Electronic commerce adoption, small and medium sized businesses, discriminant analysis. 
INTRODUCTION 
E-commerce is defined here as “the process of buying and selling products or services using electronic data transmission via 
the Internet and the WWW”.  Among the studies that have focused on technology adoption, only a small percentage has been 
devoted to the adoption and use of e-commerce in small and medium sized enterprises (SMEs) (see for example, 
Mirchandani and Motwani, 2001; Riemenschneider and McKinney, 2001-2002).  It is generally accepted that SMEs play an 
important role in the economies of their countries. For example, SMEs represent 99 percent of businesses, employ more than 
half of the American work force, and create two-thirds of the new jobs in the United States (Small Business Administration, 
2001). Although there are many potential advantages (Chaudhury and Kuilboer, 2002; Napier, Judd, Rivers, and Wagner, 
2001; Saloner and Spence, 2002), the adoption of e-commerce by SMEs remains limited.  Pratt (2002) reported that many 
SMEs are still reluctant to conduct transactions on line and most of them are using the Internet to communicate (use of e-
mail) and gather business information only. Similarly, the Small Business Administration (2001) reported that only 1.4 
percent of Internet use among SMEs is directed toward e-commerce sales.  Thus, it seems that only a small percentage of 
SMEs use the Internet for commercial purposes.   
The objective of this study is to identify and rank factors that may differentiate between adopters and non-adopters of e-
commerce in SMEs.  The findings can contribute to managers/owners’ understanding of how those factors may influence e-
commerce adoption.  By suggesting specific actions, we hope to convey that changing managers’ behaviors ultimately 
depends on changing their beliefs.     
LITERATURE REVIEW 
Information technology adoption has been studied by the Information Systems (IS) community utilizing several different 
approaches.  For the purpose of this study, we have grouped the existing research on technology adoption according to the 
type of technology addressed.  Electronic Data Interchange (EDI), the Internet/WWW and corporate Web sites, and e-
commerce are some examples of technology that have been addressed in previous studies to determine the variables that 
influence their adoption.  These studies have been considered as a starting point to identify variables that may differentiate 
between adopters and non-adopters of e-commerce.  
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Electronic Data Interchange  
Iacovou, Benbasat, and Dexter (1995) studied the factors influencing the adoption of electronic data interchange (EDI).  They 
considered seven organizations in different industries that were pursuing EDI initiatives.  Among the factors included were 
perceived benefits, organizational readiness, and external pressure.  To measure perceived benefits, they used awareness of 
direct and indirect benefits.  Variables measuring organizational readiness were financial and technological resources.  In 
order to measure external pressure, they considered competitive pressure and imposition by partners.  They found that the 
relationship between perceived benefits and adoption as well as between organizational readiness and adoption was 
moderated.  However, the relationship between external pressure and adoption of EDI was found to be strong.  In another 
study, Chwelos, Benbasat, and Dexter (2001) considered similar factors as influencing the adoption of EDI.  The variables 
measuring the main constructs were slightly different, however.  For example, they considered the trading partner as 
influencing external pressure and readiness.  In Chwelos et al.’s (2001) study, all three determinants were found to be 
significant predictors of the intention to adopt EDI, with external pressure and readiness being considerably more important 
than perceived benefits.  In a similar line of inquiry, Kuan and Chau (2001) determined the factors influencing the adoption 
of EDI in small businesses using a technology, organization, and environment framework.  The technology factor, as in 
Iacovo et al.’s (1995) study, incorporated perceived direct and indirect benefits of EDI.  The organization factor corresponds 
to organizational readiness in Iacovou et al.’s (1995) study and consisted of perceived financial cost and perceived technical 
competence.  The environment factor included industry and perceived government pressure (in Iacovou et al.’s (1995) study 
this factor was labeled “external pressure”).  As in the case of Chwelos et al. (2001), Kuan and Chau (2001) found that all 
three factors had significant influences on EDI adoption by small businesses, with organizational readiness and external 
pressure being the most important. Yet, perceived indirect benefits was found to be a non significant variable.   
The Internet/WWW and Corporate Web Sites 
In a study by Chang and Cheung (2001), the determinants of the intention to use an information technology such as the 
Internet/WWW were established.  Instead of determining the factors affecting adoption, they studied those affecting the 
intention to use the Internet/WWW.  Among the factors considered were near and long-term consequences, complexity, 
affect, social factors, and facilitation conditions.  Complexity and long-term consequences were not found to influence the 
intention to adopt the Internet/WWW.  In a similar inquiry, Beatty, Shim, and Jones (2001) studied the factors influencing 
corporate Web site adoption.  They found that the factors involved in the adoption process differ depending on the time at 
which the technology has been adopted.  In their empirical study, they found that early adopters placed significantly more 
emphasis on perceived benefits for having a Web site than late adopters.  The early adopters viewed using the Web as being 
more compatible with their current organizational processes and their existing technological infrastructures.  Firms that 
adopted corporate Web sites later appear not to have placed as much emphasis on benefits, and adopted them in spite of the 
lack of compatibility between the Web and their existing technology and organizational norms.  This fact suggests that 
external pressure of peers, industry, or government may play a role in the decision to adopt an information technology at least 
for later adopters. 
Electronic Commerce 
The study of e-commerce adoption has not been investigated as thoroughly.  Mirchandani and Motwani (2001) investigated 
factors that differentiate adopters from non-adopters of e-commerce in small businesses.  The relevant factors included 
enthusiasm of top management, compatibility of e-commerce with the work of the company, relative advantage perceived 
from e-commerce, and knowledge of the company’s employees about computers.  The degree of dependence of the company 
on information, managerial time required to plan and implement the e-commerce application, the nature of the company’s 
competition, as well as the financial cost of implementing and operating the e-commerce application were found not to be 
influencing factors.  These results are quite different from those found by Ryan and Prybutock (2001) and Riemenschneider 
and McKinney (2001-2002).   Ryan and Prybutock (2001) pointed out that the presence of existing technology in an 
organization influences the adoption of a new one. Specifically, they found that the organizations that have previously 
installed user-centric technologies are more inclined to adopt new technologies.  This suggests that implementation costs 
might be a factor that has to be taken into account when deciding to adopt or not to adopt e-commerce.  Correspondingly, 
Riemenschneider and McKinney (2001-2002) found that cost is an important factor within the control beliefs that affect the 
decision to adopt Web-based e-commerce.   
The study of Subramanian and Nosek (2001) was also utilized as a foundation to determine the factors that differentiate 
between adopters and non-adopters of e-commerce.  They created an instrument to validate the perceptions of strategic value 
that an information system (IS) may provide.  Through an empirical study, Subramanian and Nosek (2001) tested three 
factors that were found to create strategic value in IS:  operational support, managerial productivity, and strategic decision 
Proceedings of the Tenth Americas Conference on Information Systems, New York, New York, August 2004  377
Grandon and Pearson Factors that Differentiate between Adopters and Non-adopters of E-Commerce 
aids.  The same constructs were validated in Grandon and Pearson’s (2003) work.  They found that the perceptions of 
strategic value of e-commerce were highly associated with factors that influence the decision to adopt e-commerce by 
managers/owners of SMEs.  Since perceptions influence behavior (Ajzen and Fishbein, 1980), it is believed that differences 
in perceptions lead to differences in behavior.  Thus, considering the decision to adopt or not to adopt e-commerce as the 
target behavior, Subramanian and Nosek’s (2001) factors were included in this study.  Consequently, we can determine 
whether these factors that create strategic value in e-commerce can differentiate between adopters and non-adopters.   
 
N° Factor in the current study and definition Factors in previous studies Source 
1 Organizational Readiness 
Availability of the financial and technological 
resources to adopt e-commerce (adapted from Iacovo 






Compatibility with company 
Facilitating conditions 
Technological context 
Beatty et al.  (2001) 
Beatty et al.  (2001) 
Iacovo et al. (1995) 
Chwelos et al. (2001) 
Kuan and Chau (2001) 
Chang and Cheung (2001) 
Ryan and Prybutock (2001) 
2 Compatibility 
Consistency of e-commerce with the existing 
technology infrastructure, culture, values, and 
preferred work practices of the firm (based on Beatty 
et al., 2001) 
Compatibility with company 
Compatibility with the 
company’s work 
Compatibility 
Beatty et al.  (2001) 
Mirchandani and Motwani (2001) 
 
Rogers (1983) 
3 External Pressure 
Direct or indirect pressure exerted by competitors, 
social referents, other firms, the government, and the 







Iacovo et al. (1995) 
Kuan and Chau (2001) 
Chang and Cheung (2001) 
Ryan and Prybutock (2001) 
Riemenschneider and McKinney 
(2001-2002) 
4 Perceived Ease of Use 
The degree to which an individual believes that using 
e-commerce would be free of effort  (based on Davis, 
1989) 
Perceived Ease of Use Davis (1989) 
5 Perceived Usefulness 
The degree to which a person believes that using e-
commerce would enhance his or her job performance 
(based on Davis, 1989) 
Perceived Usefulness Davis (1989) 
6 Organizational Support 
Managers’ perception of an operational support value 
for e-commerce. It includes support to decision 
making and cooperative partnerships in the industry 
(adapted from  Subramanian and Nosek, 2001) 
Organizational Support 
 
Subramanian and Nosek (2001) 
Grandon and Pearson (2003)   
7 Managerial Productivity 
Managers’ perception that e-commerce provides better 
access to information, helps in the management of 
time, improves communication among managers, etc. 
(adapted from Subramanian and Nosek, 2001) 
Managerial Productivity 
 
Subramanian and Nosek (2001) 
Grandon and Pearson (2003)  
8 Strategic Decision Aids 
Managers’ perceptions that e-commerce supports 
strategic decisions (adapted from Subramanian and 
Nosek, 2001) 
Strategic Decision Aids Subramanian and Nosek (2001) 
Grandon and Pearson (2003) 
Table 1: Summary of Potential Discriminators Factors 
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For the purpose of our research, we have grouped the factors found to be significant in influencing the adoption of different 
information technologies and considered them as potential factors that discriminate between adopters and non-adopters of e-
commerce in SMEs.  In addition, given the importance of perceived ease of use and perceived usefulness of Davis’ model 
(1989) and the lack of research examining their influence in e-commerce adoption, both constructs were considered as 
independent factors in this study.  Table 1 summarizes the eight factors considered in this study and associates them with the 
factors included in previous research. A brief definition of each factor is also given. 
METHODOLOGY 
Subjects and Data Collection 
We targeted top managers/owners of SMEs in the Midwest region of the U.S.  We considered the number of employees as 
the principal criteria to differentiate a large from a small/medium firm.  We used the cut-off for small and medium size 
businesses suggested by the U. S. Small Business Administration (500 employees). We restricted the minimum number of 
employees to 10, so all the firms in our sample had between 10 and 500 employees. 
The data for this study were gathered by means of an electronic survey administered during Spring 2002.  The data gathering 
process was carried out in three steps.  First, a sample of 1069 small and medium size businesses were identified from 
various sources that focused on small and mid-sized business organizations.  From these sources, we identified the company 
name, a contact person, an e-mail address for that person, address and telephone number.  The contact person identified was 
typically the owner of the business or a top-level manager in the organization.  Second, an initial mailing (which identified 
the purpose of the study, a request to participate and an opt-out feature) was sent to all 1069 potential respondents.  One 
hundred thirty-six of these electronic messages were returned due to an incorrect e-mail address or the organization no longer 
being in business.  An additional one hundred one individuals indicated they were not able to or were unwilling to participate 
in this study.  Third, approximately one week after the initial mailing, a second electronic mailing was sent to the remaining 
832 potential respondents.  This electronic message directed these individuals to the Web site where the survey instrument 
was located.  One hundred individuals completed the survey for a response rate of 12%.   
Instrument Development 
Three top managers who were representative of adopter firms participated in a pilot of the survey instrument.  One of the 
authors observed the pilot subjects as they completed the survey.  Feedback from the subjects resulted in minor changes to 
survey instructions and questions.  The survey included a brief definition of e-commerce in order to clarify the concept.  
Respondents were asked to complete the survey that had the following major sections: seven demographic questions about 
the respondent’s gender, age, education, years of work in present position and years of work within present firm.  Two 
general questions about the firm: total number of employees and industry in which the firm operates. Four questions about 
the technology in the organization: number of PCs, presence of Internet Server Provider, presence of Web site and utilization 
of e-commerce. The remainder of the questions measured the eight factors that we believe will differentiate between adopters 
and non-adopters of e-commerce.  A seven-point Likert scale (from 1:strongly disagree to 7:strongly agree) was utilized for 
the 38 questions relating to e-commerce adoption.   
RESULTS 
Demographics and Descriptive Statistics 
Using the data gathering process described in the Subjects and Data Collection Section, a total of 100 surveys were returned 
over a 4-week period.  Ninety-four of the responses were used for the statistical analysis with six rejections due to incomplete 
data.  The results indicate that the top managers are well educated with over 64% holding a 4-year college degree or Masters. 
The majority of them are male (64%) and 36% are between 41 and 50 years of age.  Table 2 shows other demographics 
associated with the respondents of this study. 
Statistical Analysis 
The statistical analysis was conducted in two stages.  The first step employed confirmatory factor analysis to explore how 
well the survey questions correlated with the eight factors identified in Table 1.  The second step used discriminant analysis 
to determine the factors that differentiated between adopters and non-adopters of e-commerce and their respective order of 
importance.  The factors obtained in the first step were utilized as independent variables in the discriminant analysis.  
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Gender Male                             64 % Female                             36 % 
Age 10%        between        18-30 
25%        between        31-40 
36%            between       41-50  
26%            more than      50 
Years of work in present position Average                         8.03 Std. Dev.                        7.1 
Years of work with present firm Average                         8.12 Std. Dev.                        7.6 





Other (JD, 3- year 
College, etc) 
11% 
Education 8% Healthcare 2% 
Finance 2% Construction 5% 
Wholesale 2% Insurance 1% 
Industry 
Retail 12% Other (consulting, 
advert., etc.) 
48%  
Internet Service Provider already in 
place 
Yes                                94% 
No                                   6% 
 
Firm Web site Yes                               85% 
No                                15% 
 
Electronic commerce already in place Yes                               64% 
No                                36% 
 
Table 2: Demographics 
The potential for non-response biases were addressed by comparing responses from early and late respondents. Early 
respondents were defined as those who had completed the questionnaire within the initial 2-weeks while late respondents 
were those who completed the questionnaire after the specified response period.  No significant differences were found in 
terms of number of employees (t (92) = -1.213, p=.23), number of years in the firm (t (92) = 1.121, p=.26), or age (χ2 (3) = 
2.237, p=.53). Thus, non-response biases, if any, should not be serious.     
Stage 1:  Confirmatory Factor Analysis 
A confirmatory factor analysis was run using SPSS 10.1.  All items in the questionnaire were considered during the first run 
and resulted in items not loading as expected on the intended factors. Using principal components, varimax rotation, and the 
Kaiser eigenvalues criterion, seven factors were extracted that collectively explained 77.07% of the variance in all items. The 
managerial productivity and strategic decision aids factors grouped together in the confirmatory factor analysis.  Thus, based 
on a detailed evaluation of the items and on face validity, we regrouped the items of these two factors into one factor that we 
labeled “managerial aid”.  Then, we re-ran the confirmatory factor analysis and the results are shown in Table 3. The items 
included in each factor in the final analysis are shown in Appendix A. 
Construct reliability or internal consistency was assessed using Cronbach’s alpha.  Table 3 shows that the values for alpha 
vary from .77 (for external pressure) to .95 (for perceived usefulness).  The scale reliabilities are unusually good compared to 
the acceptable level 0.7 for field research (Nunnally, 1978). 
Stage 2: Discriminant Analysis 
Descriptive discriminant analysis (Huberty, 1994) was employed to reveal major differences between adopters and non-
adopters of e-commerce.  The dependent variable, adoption of e-commerce, was measured as a dichotomous variable: 
adopters and non-adopters.  The set of seven independent variables was selected based upon previous research (see Section 2) 
and the confirmatory factor analysis performed in Stage 1.   
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     Managerial           Ease of           Perceived  Organizational                               External Organizational 
                Aids                 Use         Usefulness            Support  Compatibility      Pressure        Readiness
                (MA)                 (EU)                    (PU)                   (OS)               (CC)                (EP)                  (OR)
1 2 3 4 5 6 7
MA1 .891 6.571E-02 .172 .120 7.909E-02 7.980E-02 -6.664E-02
MA2 .857 -3.474E-02 .192 .200 9.358E-02 .174 -7.644E-02
MA3 .836 .139 .113 .186 2.750E-02 .135 5.904E-02
MA4 .816 4.275E-02 8.893E-02 .259 8.641E-02 3.336E-03 3.297E-02
MA5 .813 .101 .188 .272 -9.690E-02 .162 5.627E-02
MA6 .771 .255 9.371E-02 .183 .131 7.636E-02 .120
MA7 .726 .125 8.356E-02 .284 .111 3.332E-03 3.345E-02
EU3 .112 .879 .266 3.117E-02 .135 9.486E-02 6.605E-02
EU4 .160 .849 .210 .191 .162 5.333E-02 7.673E-02
EU1 .105 .830 .169 7.984E-02 3.462E-02 .227 .151
EU5 .153 .825 .132 .327 7.321E-02 5.978E-02 .106
EU2 7.004E-02 .806 .348 .130 .155 5.384E-02 -6.718E-03
PU3 .169 .285 .808 .225 .137 .218 .124
PU4 .257 .240 .804 .197 .158 .182 3.429E-02
PU5 .140 .305 .739 .265 .207 .301 8.873E-02
PU6 .133 .389 .734 .265 .116 .192 -4.770E-03
PU2 .458 .268 .700 .133 .134 .161 7.587E-02
PU1 .250 .425 .519 .396 .235 .155 -3.382E-02
OS3 .294 4.852E-02 .137 .776 .195 -3.781E-03 -8.414E-02
OS1 .192 .242 .147 .761 .142 3.723E-03 8.784E-03
OS4 .315 .132 .205 .689 .113 .156 .109
OS7 .312 .226 .157 .687 9.282E-03 7.419E-02 .109
OS5 .460 .105 .188 .671 9.980E-02 5.273E-02 -9.972E-02
OS2 .383 .136 .393 .591 .136 8.653E-02 4.992E-03
C3 6.348E-02 .172 .183 .148 .874 9.877E-02 6.972E-02
C2 .149 3.284E-02 .146 4.251E-02 .840 .257 .109
C1 .137 .102 5.702E-02 .199 .671 .316 .238
C4 -8.640E-03 .338 .210 .230 .600 8.540E-02 .194
EP3 3.535E-02 9.591E-02 .200 -5.282E-02 5.743E-02 .751 8.087E-02
EP4 .207 1.730E-02 .180 4.563E-02 .179 .733 -.139
EP1 5.085E-02 .257 9.136E-02 .238 .225 .689 .145
EP2 .225 .114 .241 6.265E-02 .313 .572 .100
OR1 .100 5.882E-02 9.607E-02 -2.872E-02 .131 .128 .907
OR2 -4.635E-02 .239 4.301E-02 4.221E-02 .319 -1.970E-02 .807
Cronbach .947 .949 .951 .907 .864 .769 .812
  
Table 3: Rotated Component Matrix 
Estimation of the Discriminant Model and Assessing Overall Fit: The following table shows the group means, standard 
deviations, and the test for equality of the group means of the factors respectively.  It can be seen from the test for the 
equality of group means (Table 4) that organizational readiness, compatibility, external pressure, and perceived usefulness 
show significant univariate differences between the two groups (p<.05).  In addition, the mean from the adopter group was 
greater than the mean from the non-adopter group for the four significant variables.  This indicated that the adopters had 
stronger level of agreement regarding the factors/items than the non-adopters.  The standard deviation for the non-adopters 
was greater than the adopters indicating more dispersion among the non-adopters than the adopters.   
 
 
Proceedings of the Tenth Americas Conference on Information Systems, New York, New York, August 2004  381
Grandon and Pearson Factors that Differentiate between Adopters and Non-adopters of E-Commerce 
Group Means for the Independent Variables 
 OS MA OR CC EP EU PU 
0: Non-adopters 5.6398 5.5253 4.0484 4.6452 4.0565 5.2258 4.4462 
1: Adopters 5.7354 5.4150 5.0397 5.2183 4.6627 5.5683 5.2487 
Standard Deviations Group Means for the Independent Variables 
 OS MA OR CC EP EU PU 
0: Non-adopters 1.14025 1.18114 1.61428 1.53402 1.41967 1.34535 1.62012 
1: Adopters 1.02419 1.24638 1.38919 .95619 1.18045 1.10085 1.04679 
Test for the Equality of the Group Means 
 OS MA OR CC EP EU PU 
Wilks’ lambda .998 .998 .906 .949 .951 .982 .916 
Univariate F ratio .168 .169 9.495 4.932 4.784 1.732 8.391 
Significance level .683 .682 .003*** .029** .031** .191 .005*** 
Table 4: Group Statistics 
All of the independent variables were considered simultaneously in the analysis (Enter method). Thus, the discriminant 
function was computed considering all of the independent variables, regardless of the discriminating power of each one.  The 
discriminant function was significant at .05 level and displayed a canonical correlation of 44%.  Thus, 19.4% of the variance 
in the dependent variable can be explained by a linear combination of all seven independent variables.  
By using the cut-off value of .3 suggested by Hair, Anderson, Tatham, and Black (1998), four of seven items show 
significant values (see Structure Matrix in Table 5). This was corroborated by the significant level for the same factors shown 
in Table 4.  The rank of importance, given by the absolute value of the loading, was as follows: organizational readiness, 
perceived usefulness, compatibility, and external pressure. 
Factors Function 
Organizational Readiness (OR) .655 
Perceived Usefulness (PU) .616 
Compatibility (CC) .472 
External Pressure (EP) .465 
Ease of Use (EU) .280 
Managerial Aid (MA) -.087 
Organizational Support (OS) .087 
Table 5: Structure Matrix 
DISCUSSION 
Organizational readiness, as perceived by managers/owners of SMEs, emerged as the factor that best discriminates between 
adopters and non-adopters of e-commerce.  This can be logically explained by the fact that SMEs have limited technological 
and financial resources to engage in the adoption of information technology.  As Iacovo et al. (1995) pointed out and as cited 
by Cragg and King (1993) “economic costs and lack of technical knowledge are two of the most important factors that hinder 
IT growth in small organizations” (p. 467).  Other studies (Chwelos et al., 2001; Kuan and Chau, 2001; Ryan and Prybutock, 
2001) have supported this finding as it applies to other information technology.    However, Mirchandani and Motwani’s 
(2001) findings were not validated in this study. They found that financial costs of implementing and operating the e-
commerce application did not discriminate adopters from non-adopters. 
As demonstrated by Davis (1989), perceived usefulness is a factor that directly influences the intention to adopt a system.  In 
our study, perceived usefulness is also important in explaining SME’s willingness to adopt e-commerce.  This can be 
explained partially by the fact that managers who have already adopted e-commerce believe that e-commerce may increase 
their job performance; and, therefore, is useful to them or their organization.  On the other hand, those managers who have 
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not adopted e-commerce might believe that e-commerce is not useful for their organization. Perceived usefulness had a high 
discriminant power as demonstrated by its loading and significance level (see Tables 4 and 5).  
Compatibility of the firm with e-commerce, the third significant factor, was also found to be a strong discriminating factor 
between adopters and non-adopters of e-commerce in SMEs.  This corroborates the findings of prior research that had a 
similar inquiry: Beatty et al. (2001) and Mirchandani and Motwani (2001). In a study by Grandon and Pearson (2003), 
compatibility emerged freely as an independent factor that influences e-commerce adoption.  In this current study, 
compatibility played an important role in discriminating between adopters and non-adopters of e-commerce.  Those managers 
who have already adopted e-commerce perceived it compatible with their preferred work practices, culture, and values when 
compared with those managers who have not yet adopted.   
Finally, external pressure to adopt e-commerce - measured by the direct or indirect forces exerted by competitors, social 
referents, other firms, the government, or the industry - has been identified as a factor that discriminates between adopters 
and non-adopters.  Our results corroborated studies (Chang and Cheung, 2001; Iacovo et al., 1995; Kuan and Chau, 2001; 
Riemenschneider and McKinney, 2001-2002; Ryan and Prybutock, 2001) that have found external pressure to differentiate 
between adopters and non-adopters of other information technologies. For instance, Grover and Goslar (1993) found that 
external pressure, labeled as environmental factor, explains differences between adopters and non-adopters of 
telecommunication technologies.  
Perceived ease of use and managerial aid, however, turned out to be insignificant, which means that they do not explain any 
difference between the levels of the dependent variable (adopters/non-adopters). Thus, these two variables do not play any 
role in discriminating adopters from non-adopters of e-commerce.   
CONCLUSIONS 
By utilizing discriminant analysis, it was possible to identify the factors that differentiate between adopters and non-adopters 
of e-commerce in SMEs as well as to rank them according to their level of importance.  Organizational readiness, perceived 
usefulness, compatibility with the work of the company, and external pressure were found to discriminate, in that order, 
between adopters and non-adopters of e-commerce.   
The difference between organizational readiness among the adopters and non-adopters of e-commerce allows us to speculate 
that implementation costs and the availability of the technological infrastructure continue to be an issue in SMEs.  
Mangers/owners of SMEs that intend to adopt e-commerce need to make certain they have the resources prior to the 
implementation of e-commerce.   
Further studies need to be conducted to ascertain what other factors influence managers/owners of SMEs in their decisions 
regarding e-commerce adoption.  It would be also interesting to study the antecedents of perceived usefulness and provide 
guidelines to managers/owners in order to change their perceptions accordingly.  Finally, a larger sample size and a more 
balanced number of observations between the dichotomous variable (adopters vs. non-adopters) is also desirable to validate 
the results obtained from this discriminant analysis. 
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Reduce costs of business operations 
Improve customer service 
Improve distribution channels 
Reap operational benefits 
Provide effective support role to operations 










Provide managers better access to information 
Provide managers access to methods and models in making functional area decisions 
Improve communication in the organization 
Improve productivity of managers  
Support strategic decisions for managers 
Support cooperative partnerships in the industry 





Financial resources to adopt e-commerce 







With preferred work practices 







Competition is a factor in our decision to adopt e-commerce 
Social factors are important in our decision to adopt e-commerce 
We depend on other firms that are already using e-commerce 
Our industry is pressuring us to adopt e-commerce 





Learning to operate e-commerce would be ease for me 
I would find e-commerce to be flexible to interact with 
My interaction with e-commerce would be clear and understandable 
It would be ease for me to become skillful at using e-commerce 









Using e-commerce would enable my firm to accomplish specific task more quickly 
Using e-commerce would improve my job performance 
Using e-commerce in my job would increase my productivity 
Using e-commerce would enhance my effectiveness on the job 
Using e-commerce would make it easier to do my job 
I would find e-commerce useful in my job 
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